Introduction: Celebrities have been used for decades as a marketing tool to endorse brands or products (McCracken, 1989) . However, once a direct link has been formed from a celebrity to a brand, the negative information about the celebrity may reflect back on to the endorsed brand (White, Goddard, & Wilbur, 2009) . Despite the growing popularity of celebrity endorsements, few attempts have been made to evaluate the potential impact of negative celebrity publicity, celebrity endorsement, and the consumer attitude toward the brand after the publicity scandal. Also, the effect of celebrity-brand congruence and negative publicity on consumers' buying intention and their loyalty are unknown. Therefore, applying the balance theory, the purpose of this study was to investigate the effects of celebrity-brand congruence and publicity on consumers' attitudes toward the celebrity and brand as well as their buying intention and loyalty. Literature Review: The balance theory explains that individuals in a triad seek balance in their interpersonal relationships (i.e., the positive or negative relationship of a person to another person or to another impersonal entity) among their attitudes toward these relationships (Heider, 1946) . For a relationship to be balanced, there must be three positives, or 2 negatives and a positive. The balance theory in this study states that by adding 2 positive links between a celebrity and a brand with a consumer, the consumer and the brand are more likely to develop a positive link which translate to sales. An important factor in determining the effectiveness of celebrity endorsement is celebrity-brand congruence. A good match-up between a celebrity and a product is more effective for generating positive consumer responses to advertising than a bad fit between them (Kamins & Gupta, 1994) . In terms of publicity, consumers will either positively or negatively view celebrities based on public news. Consumers' positive feelings toward the celebrity endorser will make the brand more attractive to them, but negative information about a celebrity endorser has negative impact on the consumer attitudes (Miciak & Shanking, 1994 ). An attitude can be defined as an individual's assessment or opinion of people's objects, advertisements, or issues and this attitude is influenced by internal and external factors. Buying intention is the likelihood that he/she will buy a particular product in the future in response to his/her need for the product and opinions about the product (Brandmore, 2004) . The likeability created from the celebrity endorsement and product attractiveness is a large influence on consumer purchase intention, and in turn influencing consumer loyalty toward the brand/product. Four hypotheses are developed for this study based on the literature review: H1: Attitudes toward the celebrity will be different by celebrity-brand congruence and publicity. H2: Attitudes toward the brand will be different by celebrity-brand congruence and publicity. H3: Buying intention will be different by celebrity-brand congruence and publicity. H4: Loyalty toward the brand will be different by celebrity-brand congruence and publicity.
